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    随着我国加入 WTO，中国经济得到迅速地发展，其中信息产业的大发展使
移动通信迅速崛起并获得巨大的发展。目前，我国已经超越美国成为世界上 大































    Since China's accession to the WTO, the economy has developed rapidly. At 
present, China has overtaken the United States to become the world's largest mobile 
communications market, the continued growth of the GDP per capita rate of more 
than 7%, the purchasing power of consumers also maintained an upward trend. The 
big development of the information industry, the background of the development of 
mobile communications. Experts predict that in the "Twelfth Five-Year" period, 
China's information industry will remain 2-3 times the average annual growth rate of 
national economic growth trends, the mobile communications industry will reach 21% 
of total business volume will increase by 160 %. Due to the accelerating process of 
China's information technology, multi-network increasingly competitive landscape 
formation, fiber optic applications to access network constantly shifting, will be an 
average annual rate of 15% -20% of China's mobile communications development. 
The advances in technology and the needs of society to promote the existing mobile 
communication network products to the huge market demand brings broad market 
prospects, but also for the entire communications industry. 
    Article select the AMOI mobile phone technology products for the study, carried 
out a detailed analysis of the market structure of the status quo of China's mobile 
communication industry, raised the general requirements should be based on the 
integration of information technology and industrialization and national development 
strategy, and continue to increase innovation efforts close to the market demand, 
market-oriented advancing industry innovation and transformation, promoting the 
wide application of information and communication technology and business in the 
field of economic and social; give full play to the role of technology drive, guide 
technological innovation in a market-oriented model to actively respond to the 
technological revolution challenges, and push the communications industry to achieve 















impact of new technologies, grasp and judge technology trends, explore new 
development model with road, give priority to the development of new business and 
new technologies to improve their core competitiveness force; deepen the major 
issues of global strategic research breakthroughs in core and key technologies, 
combined with China's national conditions and market demand background, using 
state-of-the-art technology applicable to cultivate the market, the formation of a new 
growth point. 
    Based on the industry, changes in the mobile phone market at home and abroad 
in recent years, starting from the target user, brand positioning, supply chain, channel 
marketing, profit model, financial condition and other multi-dimensional study mobile 
phone on behalf of the enterprise at all levels of product strategy, analysis of the pros 
and cons, as to The AMOI example the third echelon of the domestic mobile phone 
enterprises seeking a period of change in the industry breakout path.    
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 第 1 章  绪  论  
1 
1  绪  论 
1.1 研究背景 
    随着我国加入 WTO，国家经济得到迅速地发展，其中信息产业的大发展使
移动通信迅速崛起并获得巨大的发展。目前，我国已经超越美国成为世界上 大
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